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This thesis investigates promotions as a part of organization’s communication-mix and the 
best practices for promotions. This thesis consists of two parts: the theoretic part and the 
empirical part. Theoretical part was obtained from various online and written sources. In 
the theoretical part I explore the theme of marketing communication and concepts of com-
munications mix and promotions are explained. Empirical part is based on by my own ex-
perience and observations in promotions and was executed as a survey and the second 
part thus consists of explaining the survey and analysing the results. Survey questions can 
be found as an appendix.  
 
This thesis was conducted as an independent study and was not commissioned. The pur-
pose of this thesis is to find out key objective for promotions for organizations and with the 
help of the survey respondents to find out the best methods for arranging successful pro-
motion. This thesis is aimed to output result that can be utilized amongst prospective pro-
motions using organizations, already promotion using organizations and promotional com-
panies.  
 
Thesis is planned to provide information for promotional companies about customer organ-
ization’s main objectives and motivations behind promotions. This thesis also shares in-
sights on the best practices on promotions from promotions professionals with various 
backgrounds. With the observations of the survey respondents’ answers and tips can pro-
motional professional possible expand their expertise and starting companies can attain 
valuable information for their future operation.  
 
The survey results indicate that promotions have an important part in the communications-
mix and are primarily used to increase sales, awaken awareness of a brand or to promote 
new brands. Promotions are becoming increasingly important part of companies’ communi-
cations-mix.  
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1 Introduction 
The idea for this thesis came from my own experience in promotions. I have been working 
in promotions for several years and have been seeing how promotional industry keeps on 
growing all the time. There seems to be promotions all over Helsinki for example almost 
on daily basis. Promotions can be seen when visiting a grocery store where someone is 
sharing tasting bits, when walking through central railway station and getting a free sam-
ple or perhaps when coming to school and getting a flyer from promotions desk. Promo-
tions seem to be increasingly common and somewhat becoming a part of everyday mar-
keting communication.  
 
The main purposes for this thesis is to find out the main objectives for promotions 
and the most efficient means for organizing successful promotions. I was intrigued 
to find out triggers for organizations’ decisions to invest on promotions and that do promo-
tions actually produce efficiency and value for organizations so that promotions will be-
come an intact part of their marketing communication strategy. Also, I was fascinated to 
find out insights on what are seen as the best and the most effectual ways for organizing 
promotions that would reach the maximum positive result. 
 
This thesis can be divided into two parts; the theoretical part and the empirical part. In the 
first part of the thesis the theoretical part of promotions is tackled and explained. To 
properly understand concept of promotions it is important to understand the big theme be-
hind it – marketing communication. Promotions are examined as a marketing communica-
tion mix’s tool and concepts of marketing communication and communications mix are 
also explained. I exploited my own personal experience and various references on theo-
retical part. Empirical part was executed as a survey in which I utilized my network and 
connections by connecting promotions professionals to share their insights on promotions.  
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2 Marketing Communication  
As a theoretical part I first present the basic concept of marketing communication. Promo-
tions are a part of marketing communication and a tool of communications mix. To under-
stand the concept of promotions it is important to understand big factors behind it such as 
marketing communication and communications mix.  
 
This theory part has been gathered from various sources such as books, journals and in-
ternet. Theoretical research is important for supporting the empirical research and in help-
ing to analyse the results of the survey, and add creditability to my findings.  
 
Marketing communications is a part of marketing mix so it is important to recognize the 
difference between marketing and communication. Communication and marketing are of-
ten mistaken for each other. Difference could be shortly summarized into marketing being 
the means and communication being the message. So, marketing communication would 
be the means and the measure of the message. Marketing aims more on something more 
measurable like sales volume, market share, return on investment and profit. Communica-
tion aims at more abstract and non-measurable targets like creating opinions on consum-
ers’ minds and creating a memory stain or waking awareness for example. Overall, com-
munication is message that an organization wishes to communicate to consumer and for 
example competitors.  
 
There are many different interpretations on the marketing communications term. The most 
commonly used definition is from Philip Kotler (2009, Pearson Education INC., Prentice 
Hall Publishing) “Marketing Communications is the means by which firms attempt to in-
form, persuade and remind customers – directly or indirectly – about the products or 
brands that they sell”. This efficiently sums up the concept of marketing communications 
as a message that organizations wish to send that consists of a several different means. 
Marketing communication is mainly external and directed to consumers and other organi-
zations. The purpose of marketing communications is to share and awaken awareness of 
an organization. Marketing communications is a management process through which an 
organization engages with its various audiences (Chris Jill, Marketing Communications; 
Interactivity, Communities and Content, 5th Edition 2009, pages 15-18). 
 
As mentioned before marketing communications is an instrument of a marketing mix. Mar-
keting is the process of planning and executing the conception, pricing, promotion and dis-
tribution of ideas, goods and services to create and exchange value, and satisfy individual 
and organizational objectives (De Pelsmacker P., Geuens M., Van den Bergh J., 2010. 2) 
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Marketing mix can be divided into four sections and is also known as ‘Four Ps’. Marketing 
communication is the most visible instrument of marketing mix and includes such as pub-
lic relations, direct marketing, exhibitions, electronic communication, advertising, events 
and experiences, word-of-mouth marketing and sales promotions. Marketing communica-
tions involves separate communications mix which will be presented in a following chap-
ter.  
 
2.1 Communications mix  
Communications mix is a set of tools and instruments used in marketing communication. 
The most common instruments for communications mix are advertising, sales promotions, 
public relations, direct marketing and personal selling. Following picture features these 
communications mix tools.  
 
 
Figure 1. Marketing Communications Mix’s tools 
 
These tools should not be confused to the elements of marketing communication which 
are presented in the picture below. Elements are the factors that marketing communica-
tions consist of and tools are the means for executing marketing communications. Market-
ing communications consists of tools, media and message. Tools were featured above. 
Media equals the platform where the message is delivered out. Tools are the means for 
delivering the message. Message here means the image an organization wishes to com-
municate to external forces from their brand. So, the whole concept of marketing commu-
nication mix involves having a message that is wanted to be communicated outside, the 
platform and the means for delivering the message. The picture below clarifies the con-
sistence of marketing communications.  
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Figure 2. Elements of marketing communications 
 
2.2 Promotions 
This thesis focuses on consumer promotions and product promotions, including sales pro-
motions. There are several kinds of other promotions as well such as B2B promotions that 
are not investigated on this thesis.   
 
Promotions are a tool for organizations as a part of a communications mix. Promotions 
are various marketing techniques either sales-stimulating campaigns (De Pelsmacker P., 
Geuens M., Van den Bergh J., 2010, 4) that pursue on creating immediate effect on sales 
or used as an experimental marketing pursuing to effect on consumers mind by offering 
positive experiences and to leave a memory stain on their minds. Experimental marketing 
aims at leaving a positive association of a brand in their minds.  
 
Promotions use such ways as sampling, contests and games, exhibitions and events. Pro-
motions are often produced to influence consumers’ view on a brand and may also aim at 
immediate effect on sales or to inflict an impulse buying decision 
 
Promotions can have multiple target groups from potential new customers to already ex-
isting loyal customers (De Pelsmacker P., Geuens M., Van den Bergh J., 2010, 40). Tar-
gets can vary within one promotion from awakening an emotion and awareness in new 
customers to tempt them to trial a product or a brand become loyal customers and cause 
brand-switching.  
 
Product promotions are efficient way of marketing communication to target the potential 
new customer by providing a trial try for consumers and is therefore often used when 
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launching a new product or a brand for example. Free products, discounts and eye-catch-
ing interesting events and functions often tend to appeal consumers weather or not they 
actually feel need or interest towards the product or the brand. The other important target 
group on consumer promotions are already existing customers and loyal customers. Exist-
ing customer can become even more loyal through good experiences and loyal customers 
feel rewarded for their loyalty when for example receiving discounts or freebies. Often is 
imagined that it is more important to cause brand-switching and awareness among poten-
tial new customer but it could be even more important to obtain already existing customer 
still loyal and to make them even more loyal. By fortifying relationship between existing 
customer that could lead to word-of-mouth marketing when existing customer would 
spread the good word for their friends and other connections. Usually recommendations 
from close people are thought more creditable than marketing campaigns.  
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3 Professionals’ views on promotions 
This survey was executed in order to figure out what drives organizations to invest on pro-
motions and to find out the best practices from professional point of view. On my thesis I 
am exploring the meaning of promotions for businesses and the best possible ways to 
create a successful promotional event. Creating a survey seemed the most efficient way 
to reach as many respondents as possible with different backgrounds so that highest pos-
sible volume for answers would add more creditability for my findings. What a better way 
to explore the ways than to contact the actual professionals of this field. Hence, I sent this 
survey to various promotion agencies and offices all over Finland.  
 
Survey was chosen as a research method for my thesis since through survey it is the eas-
iest way to reach the most respondents. Promotional companies are very busy and it 
would be hard to arrange time for personal interviews. Survey takes less time to reply to. 
Since I also aimed to get maximum number of answers in order to provide adequate 
amount of data to investigate. Consequently, now there is more variety in answers to be 
explored with multiple different professionals and from various companies. Due higher vol-
ume of answerers the survey becomes more trustworthy and encompassing. Higher vol-
ume answers lead to conclusions on which part there is a lot of debate and on which part 
there seems to be more consensus amongst the professionals. 
 
3.1 Planning and conducting the Survey 
Survey was executed with webropolsurveys.com tool online and consisted of seventeen 
questions. Survey questions can be found as an appendix at the end of this thesis. Ques-
tions included several different types of rating scales including free-word field in which 
professionals were positively and surprisingly eager to answer to. I took less than five 
minutes to take this survey. 
 
This survey was sent to fifty promotions professionals all over Finland and in lots of differ-
ent kinds of companies. The number of respondents was less than expected but though 
representativeness of the respondents was good, very variant. Number of the respond-
ents was thirteen. Recipients for this survey are from some of the biggest companies in 
Finland and some that are from very much smaller even sometimes run by a one single 
person. Some of the companies are business pioneers with lots of employees even glob-
ally where as some of the companies are small, maybe yet not so well-known start-up 
business which makes this survey to provide us very variant point of views. Contact de-
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tails of promotion professionals were easily found from the internet and usually promo-
tional companies’ websites are very clear and each employee is well presented on their 
sites with sufficient contact details. With some of the survey recipients I had interacted be-
fore with, but most of the recipients were not familiar to me. Survey was sent as a link in 
an e-mail briefing the meaning of the survey and the content of the survey. Cover letter for 
survey can be found as an appendix 2 at the end of the thesis.  
 
My survey can be divided into three different parts. On the first part I was finding out 
the backgrounds of the respondents. On the second part I am aiming to find out the 
customer side of promotions, the customer being the company buying the promo-
tion. I wanted to find out how promotions usually kick off and how important does compa-
nies find promotions on their marketing strategy, to overall understand organization and 
brand side of promotions. On the third part of my survey I am exploring the most effi-
cient ways of promotion and the most important elements of successful promotion 
according to professionals. See survey questions in appendix 1 in the end of the thesis. 
 
So, let’s inspect the results that I got. 
 
3.2 Backgrounds of the Respondents  
The first part of my survey consisted of questions to find out the background of my re-
spondents and their career background in promotions. For proper analysis of the results it 
is important in this survey to find out what kind of a backgrounds my respondents got so 
this survey could properly prove variety of experiences for answers and thus add credita-
bility. 
 
Survey was completely anonymous so therefore I decided not ask size of their company. 
Since Finland is still kind of small country in promotions, though constantly growing, it 
would have been easy to interpret which agencies have been replying to this survey. Thus 
I presented two simple questions for background figuring: One’s position in a company 
with options from employee to executive (figure 1) and one’s career length in pro-
motions (figure 2) with options from less than two years of experience to more than 
ten years of experience. Next figures will help to demonstrate the wide dividend amongst 
the respondents.  
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Table 1. Respondents’ position dividend  
 
 
Table 1. presents that most of the respondents were working either on executive or man-
ager level. Also, there were good number of employees responding which suggest a nice 
variant and dividend on answers.  
 
Table 2. Respondents’ career length in promotions field 
 
Amount of 
years on 
the field 
Number of 
the respond-
ents in per-
centage 
0-2 years 15,38 % 
2-5 years 30,77 % 
5-10 years 46,15 % 
More 7,69 % 
 
 
These results suggest that even though the number of respondents was lower than ex-
pected the representativeness in answers is well variant and wide. There are respondents 
with less experience on promotions and maybe fresh outlook on promotions and there are 
some respondent who possesses long career experience in promotions with most likely 
very wide set of experiences on successful and not so successful promotions.  
 
 
Executives
39 %
Managers
38 %
Employees
23 %
Positions of the Respondents
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3.3 Customers in Promotions  
The second part covers customer side of promotions. In promotion business an organiza-
tion and a brand are seen as a customer since they are the one buying promotion service. 
Consumers are the ones facing the promotion. Consumers are the ones that promotions 
are targeted to. Consumer are never called a customer in promotions.  
 
The main target on this second part is to explore customers’ views in promotional commu-
nication as a part of their communications mix tool. In the second part of the survey re-
spondents were asked to step in the shoes of the customer organizations and answer the 
questions from customer point of view according to their experience. For to be able to an-
alyze the results it is crucial to find out how important do organizations find promotions as 
a part of their marketing communication strategy. In this part I am also asking the re-
spondents to describe basic structure for purchasing promotions from organizations’ own 
insight and planning promotions to last fine details of promotions. Do organizations want 
to be part of the whole promotion executing process or do they relay on the hands of pro-
motional companies? Do organizations appreciate more details or the overall scene? 
What is it that organizations wish to accomplish by promotions and what matters the most 
in these accomplishments. Are promotions already major part of marketing communica-
tion or are promotions still seen more as a nice extra visibility? Once a promotion is exe-
cuted do organizations find promotions so effective they decide to invest on promotions 
again?  
 
These attitudes and answers are from the point of view of a customer organization what 
has already had a promotion organized. These responses do not concern organizations 
that have not yet executed any kind of a promotional event.  
 
This part of the survey consisted of eight different questions starting from how promotions 
usually kick off proceeding to analyze the motivations behind organizing promotions. The 
results have been categorized into the following themes: planning versus execution, not 
one off service, trigger for promotions, choosing the promotional company, objectives for 
arranging promotions, volume versus target group and promotions position on organiza-
tions’ marketing communication portfolio. Each of these themes are analyzed individually. 
 
3.3.1 Planning versus execution 
First two questions on the second part of this survey concerned organizations vision on 
promotion. First question was that do the organizations have a clear vision already in mind 
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when they approach a promotional company in order to execute a promotion? That pro-
motional companies wouldn’t often get to be very creative with promotions and would not 
get free hands on planning? Results were very even. Against my predictions it was slightly 
more common for organizations not to hand out visioning for promotional professionals. 
Although there were also some responses telling that it is rare for companies to have a vi-
sion already intact for promotions and that the promotional companies would very often be 
the visioners. None of the respondents replied that organizations nearly never have their 
own vision set.  
 
My second question concerning this field was a rating scale where the respondents an-
swered the following: “Customers (organizations and brands) like to give us (promotional 
companies) the planning load so that we produce a promotional event nearly entirely from 
planning to execution”. Options to answer were very rarely, rarely, sometimes, often, al-
most always. Most of the answers hit the sometimes and often spot with 70% of the votes. 
Handful of the respondents answered nearly always and only one replied that the process 
from planning to execution is nearly never in the hands of a promotional company.  
These two questions were very similar and were meant to indicate the part of promotional 
companies in producing promotions. From results it can be seen that it is nearly as com-
mon for customers to trust visioning for promotion companies as it is to have a clear vision 
already set up but the promotion companies are mostly needed on the executing part of 
promotions. Basically, it seems that organizations hire promotional agencies to operate 
their vision.  
 
There was still some clear debate over the visions on promotions. Results came out very 
even. Could it be that organizations are not very aware of what the promotional compa-
nies have to offer with their ideas and ideate? Could promotional companies advertise 
more their ideas and communicate better what kind of possibilities there really would be 
available and what would best serve their target and maybe differentiate from masses. 
Since promotional companies are the experts and proper professionals on their field and 
have tons of previous experience could their participation on planning add more value on 
promotion.  
 
Or maybe cases where in organizations prefer to trust their own visions instead of promo-
tional companies it could be that the companies haven’t got enough material to show case 
of their previous promotions. Maybe the company is new company and don’t yet possess 
equivalent amount of evidence to show of successful promotions. Or maybe the material 
that company has from previous promotions is poor quality or already too old and out of 
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style? Consequently, maybe it would be very important to always have lots of quality ma-
terial to show as an evidence of what the company has done before.  
 
These results suggest that is it nearly as common for customer to trust that it is nearly as 
common for customers to trust visioning for promotion companies as it is to have a clear 
vision already but the help is only needed on the executing part. What I can interpret from 
these answers is that both type of orders for promotions appear but letting promotion com-
pany to plan more freely is a bit more common. I was not expecting such a variety for an-
swers. 
 
3.3.2 Not one off service 
Third question was to find out customer loyalty amongst promotions. Third question of the 
survey was “Do the customer organizations purchase more than one production from 
us?”. Results clearly indicated that customers are very loyal and nearly always or at least 
very often end up buying more than one promotion. All of the respondents agreed on this. 
Fourth question concerning the same issue is that do customer organizations tender out 
companies. Also in this question there was almost mutual agreement telling that organiza-
tions very often do search for a best possible offer. Most of the respondents replied that 
customers often tender out promotional companies, while big part also saying that cus-
tomers nearly always tender out and minority telling that it sometimes happens.  
 
Anyhow, clear to see that even though customer would have loved the previous promo-
tions are they still in search for a best offer. Therefore, maybe it isn’t that much about cus-
tomer loyalty in promotions but about that once a promotion is executed the positive re-
sults are so easily seen that new promotion set is wanted. This indicates that promotions 
really are a good thing for organizations. In accordance with previous chapter dealing the 
matter that maybe some companies don’t provide sufficient material of previous promo-
tions, maybe in this case possessing sufficient material would be one of the decisive fac-
tors when tendering out the companies? Maybe taking a risk and offering new ideas and 
involving on planning would make promotional company to stand out from other promo-
tional companies, now that competition is getting bigger, even though customers would 
prefer to hold on to their initial vision?  
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3.3.3 Trigger for promotions 
In my survey I also wanted to figure out what triggers organizations’ need and interest for 
promotions and if the customer or the promotional companies play the initiative role. I 
asked the respondents that if producing promotions usually start from customers’ first con-
tact and not from promotional companies first offer. In this question answers divided a lot. 
Respondents had five options to choose from: 1. Promotions nearly never start from cus-
tomers’ initiative, 2. Promotions rarely start from customers’ initiative, 3. Promotions 
sometimes start from customers’ initiative, 4. Promotions often start from customers’ initia-
tive and 5. Promotions nearly always start from customers’ initiative. Most of the respond-
ents answered 3. Promotions sometimes start from customers’ initiative. The second most 
popular opinion was that customers tend often be initiative party of promotions. Still there 
were 15% of respondents saying that contacting for promotions very rarely are started by 
customers meaning that promotional agencies are usually first to offer their services. One 
of the respondents stated that customers nearly never contact for promotions that the pro-
motion professionals nearly always make the first contact to customers offering a idea of 
promotions for the customers’ branding.  
 
Results indicate that there is still some room for more advertisement among promotions. 
Most of the promotions seems to be initiated by the customers itself but judging from the 
responses maybe there still are a lot of companies that don’t know about promotions and 
their benefits for marketing communications. Maybe if promotional agencies would pro-
mote their businesses more there would be even more promotions occurring.  
 
This is great info especially for starting promotion companies that don’t yet possess lot of 
customers. By contacting organizations and brands giving them examples of promotions 
offers and awakening the need for promotions among organizations explaining the posi-
tive effect for companies marketing communication, brand image and sales. Even though 
an organization wouldn’t purchase a promotion immediately after an offer, maybe the offer 
managed to awaken organizations’ need and curiosity towards promotions. Also by active 
contacting for prospective customers would spread awareness of a particular promotional 
company’s existence and maybe more important business relations would be bonded.  
 
The fact is that customers tend to have promotions as a part of their marketing communi-
cation plan already and initiate promotions by contacting professionals themselves. This 
indicates that promotions are seen as an important and intact part of marketing communi-
cation strategy and that promotions are not produced due an impulse decision to buy.  
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Results on this part can be attached and correlated to previous findings from the survey. 
Promotions are nearly never a one-off service after one promotion event has been orga-
nized. Perhaps after previous successful events customer organizations approach promo-
tional companies more eagerly when a need for a new promotion occurs but it should be 
taken into account that at the same time customers tender out the companies. Promo-
tional companies could utilize this information by sending out new offers of new promo-
tions sets also to already existing customer and not to lay on customer loyalty too much 
even though there would already be successful promotions history. This could lead to cus-
tomers staying more loyal and to that they wouldn’t perhaps switch the company in search 
for a better offer. Or at least this could lead to customers diminishing their search for a 
greener grass from neighbor’s yard and instead be reminded that maybe the company 
that they have bought previous promotions from also offer different kind of sets and ar-
rangements. Also, this could lead to customer organizations feeling more cared and val-
ued within the promotions company. Results indicate that maybe there could still be more 
room for closer relations amongst customer organizations and promotional companies. 
Maybe this more frequent contact would awaken a need for promotions also on the cases 
that existing customers didn’t think it would be good to organize a promotion.  
 
3.3.4 Choosing the promotional company 
One of my aims was to find out what appeals customer choosing a certain promotion com-
pany. I asked promotions professions to name their what they think are their best assets 
and the main reasons they think that customer end up choosing their offer exactly. 
My survey presented six different qualities from which my respondents got to scale the top 
three most important factors to the least important factors that they believe drives custom-
ers to trust their company to produce a promotion. Six different qualities to choose from 
were: 1) Good price, 2) Recommendations from others, 3) Previous experiences, 4) Lots 
of evidence to present from previous promotions, 5) Wide range of different promotions 
sets to offer and 6) Lots of relations.  
 
Based on the results from previous experiences mattered clearly the most. Excluding one 
of the respondents all the others named previous experiences as a most decisive factor in 
choosing a particular company. This is deeply associated with and correlated to customer 
loyalty.  For what it seems is that one successful promotion will most likely lead to another 
promotion. I wonder if this kind of customer loyalty could be even more fortified. 
 
As a relief for example to new, starting companies is that the majority of respondents think 
that one of the most crucial factors in choosing their promotional company is that they 
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have a variety of good quality evidence of previous productions to present. Hence new 
promotional companies should focus on documenting promotions with good quality. Hav-
ing lots of good material with variety to present could also save older companies if one 
promotion would some reason fail. They would have other material of other cases to pre-
sent and to show that maybe this other kind of production would suit their needs better. 
This could lead to ongoing relationship with customer even though a previous promotion 
would not have been success.  
 
From responses can be interpreted that the word travels fast in promotions since many re-
spondent thinks that recommendations from others are important. Straight linked to other 
factors that the respondents told to be in their top three this can tell that good relationships 
with customers matter a lot in promotions world. If there has been even one good promo-
tion for one organization it seems that the organization is very likely to spread the word. 
Therefore, maybe if a promotion would for some reason fail it could be crucial to talk 
through what went wrong and for what reason and then offer a solution and then customer 
would feel well served and maybe spread a word for good treatment and customer ser-
vice.  
 
The least essential matter concerning the selection of a promotions company that dis-
tinctly fell out of top three were the price, wide range of promotions to present and rela-
tions. Judging from these results it seems that customer relations, satisfaction and ser-
vices play surprisingly big role in promotions. Experiences from before and from other 
mean a lot and if there is not much hear-say from others or no previous experiences, visu-
ality is a key. Customers want to have actual real-life examples what their promotion could 
be like and what it could produce for them.  
 
Perhaps promotions are such a new ground for organizations that it is a big step for them 
to invest on such a service without some assurements and proofs that promotions do work 
for their good. Low price might even seem suspicious for customer. Could a low price 
compared to competitors be explained by promotions companies more clearly so that cus-
tomer wouldn’t get an image of a sketchy and even a low-quality promotion production? 
Results also indicate that customers are willing to invest money on promotions rather than 
save money on promotions. This can be interpreted so that promotions are seen as an ac-
tual value for marketing communication.  
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Surprisingly even if there would be lot of range to offer promotions from or if a company 
would have good relation in a house, the word doesn’t matter much for customers. Cus-
tomers don’t seem to trust words but visual evidence and real-life examples matter much. 
Only one of the respondents find their connections notable.  
 
As a summary for top three qualities for an appealing promotional company would be that 
maintaining good customer relations and providing quality customer service throughout 
the entire promotion process can’t be emphasized too much. Organization are insecure 
but very strict about quality of promotions and the best way to prove professionalism are 
wide range of good quality material to present. For maximum result could following sug-
gestions be considered within promotional companies. 
 
Promotions are very visual and customers seem to be very aware of that as well. If pro-
motional companies would invest on good documenting equipment on promotions such as 
professional photographers or training employees or better equipment for documenting 
would the companies appeal more to customers if the quality of material would improve? If 
quality material doesn’t yet exist enough could promotional companies invest on creating 
as real life material as possible with for example by Photoshop? Because it seems that it 
doesn’t matter what level of a salesman one is, word don’t count as much as visual evi-
dence and real life evidence. 
 
Because previous cases seem to matter a lot and word of mouth goes around it is im-
portant to keep track of existing customers’ happiness. Would it be possible to concretely 
measure satisfaction over a promotion? Could promotional companies overall put even 
more effort on managing customer satisfaction and relations. Would it be possible for 
companies to arrange more possibilities for customers to comment on promotions and 
what went well and what could perhaps be done better next time? If schedule gets too 
narrow to arrange actual meetings, could there be a customer satisfaction survey to be 
sent to customers after promotions productions?  
 
Since relations and connections didn’t seem to matter, could there be a way to utilize 
good connections better? If a company don’t yet possess lot of material to present, could 
the company instead focus on contacting organizations perhaps by utilizing connections 
and define need for promotions and offer their service with good price and precisely ex-
plain the price. Careful and thorough familiarization to organizations value, vision, mission 
and visual appearance would lead to promotional companies offering more modified and 
personal promotions to meet exactly their targets. Could promotional companies that don’t 
yet have a lot to show get more personal and detailed and point out value of promotions 
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by identifying organization’s targets and needs? Would it be better for new promotional 
companies to contact organizations that have already done promotions or that have not 
yet found the value of promotions essential for them?  
3.3.5 Objectives for arranging promotions 
One of the most central targets on my thesis is to get to understand what are the main tar-
gets and objectives that customers aim at when choosing promotions as a part of their 
marketing communication strategy and marketing mix. I trusted my respondents to tell 
them from their experience what is it that customers mostly wish to achieve with promo-
tions. I asked the respondents to rate from four different options from the most common 
target to the least common target for organizing promotions. What do the customer organ-
izations wish to achieve with promotions above all? Options were that organizations ar-
range promotions to 1) Increase sales, 2) Launch a new product, 3) Strengthen the brand 
image or 4) Making a new brand well know – to bring out a new brand for consumers.  
According to the respondents increasing sales is usually the biggest motive behind organ-
izing promotions. More than 60% of the respondents names the sales as the number one 
motive for promotions. The second target in promotions for customer was the hope of 
strengthening brand image. Almost as common reason for promotions was bringing out a 
new brand and making it well known among consumers. None of the options were thought 
to be somewhat irrelevant and launching of a new product was seen a common reason for 
arranging promotions too. It seems that there is a variety of motives behind promotions.  
 
These results indicate that there is a lot of need for promotions. Consequently, it is im-
portant to have material to present from all different kinds of promotions and to be ready 
to present and offer lots of different kinds of promotions. Can a promotional company be 
too creative with their ideas for promotions and can there be too much range to choose 
from within promotions? There definitely is a lot of organization that haven’t seen how 
much of different promotions there are available for different purposes. This phenomenon 
arises a question again that could promotional companies pursue more on contacting pro-
spect customers and advertising their versatile services. 
 
Also, maybe a customer that usually aims to increase sales don’t know that there are ser-
vices available that could help them to reach other goals as well such as making their 
brand more well know and maybe even by that it would lead to increase on sales. Again, 
proper familiarization on customer organization’s mission and vision and values would 
help in offering specific services. Familiarization deeply will also help to explain customer 
benefits of organizing particular promotion and to help to point out the value of promo-
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tions. By proper familiarization and mapping out customer’s style and motives it could be-
come hard for customers to switch to another company when one company already 
knows them so well. 
 
3.3.6 Volume versus target group 
In promotions it usually seem that the bigger the better. A lot of promotions are seen in 
public places such as central train station or local market place. One can easily think that 
promotions are aimed to reach as many consumers as possible. However, organizations 
usually have a clear image of a particular target group for their products and services. So, 
I wanted to ask my respondents that according to their experiences do organizations wish 
to reach high volume of visibility or do they rather reach a particular, perhaps even quite 
small, target audience. Respondents had five options to choose from to a question “Do 
customers have a limited target group that they wish to reach?” from very rarely, rarely, 
sometimes to often and almost always. None of the replies fell to rarely – very rarely spot. 
15% on respondents told that customers somewhat sometimes wish to target a specific 
audience. Nonetheless most of the respondents answered that customer often or nearly 
always hope to reach their specific target group. High volume is not much valued that 
highly.  
 
Since it seems that most of the promotions appear on high volume places should there be 
investigation on places that would reach right audience. Could promotional companies 
start mapping out spots where to reach the most specific consumers. Maybe by doing this 
promotional companies would be able to provide more modified promotions to customers. 
This could lead to even better results on customer’s behalf. Volume might stay very low 
on these cases but results might be more optimal. Or is it that at the end customers do 
care more for volume? Could this be tested out and measured somehow? If there would 
be found a clear pattern for consumer behavior within target groups companies would be 
able to provide more specified promotions to customers which would really work for pro-
motional company’s advantage.  
 
3.3.7 Promotions position on organizations’ marketing communication portfolio 
In the last section of part two on my thesis survey I asked that how important have re-
spondents experienced the role of promotions in their customers’ marketing communica-
tion portfolio. Are promotions strategically important for organizations? Respondents had 
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five options to choose from on scale from very rarely to nearly always. All of the respond-
ents have experienced promotions at least sometimes important for organizations. A slight 
majority of answers indicated that promotions are often or nearly always seen as an im-
portant and central part of marketing communication. 
 
This study shows that when organizations start implementing promotions they become an 
important part of their marketing communication strategy. Based on previous results that 
organizations are more likely to produce more than one promotion service it is easy to out-
line that once one promotion has been executed the positive results can easily be seen 
and found significant for adding brands’ value. This is valuable information for both promo-
tional companies and for organizations. Promotions do produce positive result and can 
play an effective role on communication marketing.  
 
What if promotional companies started producing customer satisfaction poles and by that 
would be able to demonstrate to organizations in doubt about promotions that promotions 
pay off positively. Maybe even giving out real life examples in numbers and percentages 
for example of increase on sales would lead on more organizations starting to count on 
promotions when there once again would be a real-life case available instead of just 
words. 
 
 
3.4 The Best Practices for Promotions  
The third part of the survey consists of finding out best practices for promotions according 
to professionals. In this part there are five questions for rating scale and one free word 
field. In the third part respondents get to share their insights on the most significant factors 
for prosperous promotions.  
 
There seems to be two biggest motivations for organizations to organize promo-
tions – increasing sales and strengthen the brand image or bring out a brand. 
Hence the survey focuses on finding out the most efficient practices for both ways. 
These two motivations are so different that I think they need to be investigated separately.  
 
Both parts consist of two rating scale questions. In the first question I asked the respond-
ents to rate from one to six the best means to execute promotions. Survey listed six the 
most common ways for promotions such as tasting and trying in grocery stores, tasting 
and trying in public places like for (example a mall or a central station or on some event 
like a festival), sharing samples, sharing products, sharing flyers and fairs.  
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In the second part respondents got to tell according to their experience what are the most 
fundamental factors for reaching the objective. I asked the respondents to rate main fac-
tors from the most crucial to the least meaningful. Several objects to choose from depend-
ing on an objective were: time and place, successful selection of promoters, adequate 
training for promoters and thus profound knowledge of products and services, visual ap-
pearance (meaning properties and set), sideline actions, reaching the right target audi-
ence and high volume of visibility. 
 
3.4.1 Best Practices for Increasing Sales 
Respondents were more in consensus over the best practices for increasing sales com-
pared to responses of brand imaging. In the first question I asked the respondents to rate 
from one to six the best means to execute promotions. In the second question respond-
ents got to tell according to their experience what are the most fundamental factors for 
reaching the objective. 
 
The most of the respondents replied experiencing as a best way to increase sales by pro-
motions being giving examples of a product to be tasted and tried out in grocery stores. 
Even though majority of answerers chose this option clearly as the most efficient way to 
impact sales still the fourth of the respondents thought this was the least effective way. 
Impact of this kind of promotion is very immediate since it is executed in grocery stores 
where consumers tend to do impulse purchase more easily. Maybe therefore some of the 
respondents don’t see grocery store promotions very valuable for sales because goals are 
seen more as long-term goals? Should promotions be executed as a chain of different 
kinds of promotions for maximum results? Maybe if this kind of a promotion works as a 
good stepping stone for a product or a brand because this event is the situation where the 
first engram occurs. And maybe then in order to achieve consistent growth on sales it 
would require more actions to make consumers consider the product or a brand more as a 
part of their lives.  
 
Sharing tasting and trying bits seems to be the best way to make people try and buy prod-
ucts since the second best way for increasing sales was organizing tasting promotions in 
public places. Seems so that consumers are keen to try products and that actually seems 
to affect their decisions when buying groceries. 
 
Even though tastings seems to work well, maybe there could still be room for improve-
ment. Maybe these events could make even more profit if promoters would have some 
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kind of trick in promotions. A trick like for example a deal that if you go and buy a certain 
amount of these products and present the promoters with a receipt you will get one extra 
product still among? Or something similar that would increase impulse purchases right 
there and then with promoter gently guiding consumers towards stores.  
 
Product sampling and giving away freebies is seen somewhat effective as well with almost 
equal amount of votes from professionals. Since promotions are seen as experimental 
marketing maybe it is the experience which works for consumers the best. When they get 
to taste the product it immediately triggers an emotion and perhaps even a need for that 
product. With samples consumers get a smaller experience and the good feeling and wow 
of getting something for free lasts shorter time. Consumer might even go home to try the 
products. Thus, the wow-effect isn’t as magnificent because it doesn’t all happen at the 
same time. When getting to try something in front of a brand’s desk where brand logos are 
everywhere with brand representatives smiling and telling facts about the products it auto-
matically stays longer in our minds rather than getting a freebie in a rush and hardly know-
ing much about the products.  
 
Since the consumer encounter is much shorter in sampling maybe visual appearance of a 
promotion should be invested more on to leave a longer engram. Or should the promoters 
in sampling be even more active or have such a persona that stays in consumers’ minds. 
Also, maybe some kind of a tagging for products could work, like a small leaflet telling 
more about the product or a discount with the product rather than just the product plainly 
by itself. Could even location effect on sales when sampling? Maybe if samplings would 
be executed somewhere where consumers are easily guided to shop the product increase 
on sales would be bigger? In sampling would it be better to find the target audience or to 
reach a high volume? 
 
 Fairs as a means for promotion divided opinions. Some of the respondents named fairs 
somewhat important but more than a half of the respondents found fairs the least effec-
tive. This surprised me the most since consumers are usually very eager to try and buy 
and find new and already existing favorites. Perhaps since brands usually sell their prod-
ucts with low prices at fairs, fairs are more of a way to get the consumers to try the prod-
uct and not a lot of profit is done with fairs. Should organizations and brands consider fairs 
more of a “show up”-event that would leave the first engram to consumer’s minds and 
then after the fairs invest on marketing on some other way so that good sales would still 
continue after the fairs. Could promotional companies offer tips for customer on more con-
tinuous selling? Maybe promotional companies could suggest promotions sets that would 
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include a bigger picture from grocery store tastings to fairs and to sampling tours perhaps 
occurring at the same time with some advertisement campaing. 
 
Sharing flyers was seen irrelevant except for one respondent who found it the most effec-
tive to share flyers. Flyers don’t appeal to consumers much even though there would be a 
real deal available. Consumers might find flyers aversive and maybe even be scared that 
there is a trick behind them. How to make flyer promotions more appealing and profitable? 
Could flyer-sharings be organized among tastings, or should also visibility or side action 
be somehow emphasized in these cases.  
 
Next I asked the respondents to rate the factors that are the most important when the ulti-
mate objective is to increase sales. Based on the results choosing the right time and loca-
tion was the most significant. Providing promoters with adequate training was seen ex-
tremely crucial too. On the top three of these factors came along successful selection of 
promoters. The least crucial factors were almost in an agreement named to be appear-
ance of a promotion and if the product is on discount or not. 
 
Even though all of these matters a lot and each of these factors should be considered 
thoroughly it seems that promoters and being on a right place at the right time is the most 
important. Despite that there was some disagreement on responses and one of the re-
spondents even naming time and location the least essential, none of the respondents 
thought that training promoters wouldn’t be very necessary. In order to reach objectives it 
is very important to explain the promoter the purpose of the promotion and the aims on it. 
It is important to familiarize promoters properly to a product and in a way get on a brand 
minded passionate thinking. Maybe promotional professionals could consider training pro-
moters as a selling the product to promoters. Making the product so magnificent to pro-
moters that they are proud to stand behind the brand and to be their representative and 
thus be more motivated to reach the target.  
 
3.4.2 Best Practices for Branding 
Next I asked my respondents to share their experiences in what seems to be the most ef-
fective way in promotions when wanted to strengthen brand image, to bring out or to intro-
duce a new brand. Compared to sales part there was more disagreement on answers on 
this part. Based on the results it seems that all the ways of doing promotions in order to 
meet the goals for branding purposes are seen somewhat significant. Results were very 
even. 
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However, the most votes for the most efficient way was replied to be sharing tasting sam-
ples on a public place such as mall. With almost the same number of votes, fairs were 
seen efficient too. Only one of the respondents considered fairs as a least significant. 
Seems that fairs can be a good spot for brand to get recognized and to offer consumers 
positive trial for product and a brand rather than reach instant high volume of sales. Com-
pared to sales part where fairs were seen insignificant. Grocery store tastings were also 
seen efficient according to respondents. Sample sharing was seen quite neutral amongst 
the respondents. Almost all of the respondents replied sample sharing being the third or 
the fourth effective way to create positive branding. Finally, sharing flyers was considered 
as the least affective means also in this matter as in the sales matter.  
 
Judging from the results in the bringing brand image more visible it seems that all the mat-
ters and ways count. Maybe in promotions here goes the saying “there is never such a 
thing as bad publicity”. 
 
Perhaps promotions are usually targeted to operate more on short term goals and there-
fore promotions for sales purposes are being executed because the results are quite in-
stants. Branding promotions perhaps operate as a part of a bigger advertising campaign 
and the impacts are not so quickly seen. 
 
In order to understand what makes a promotion a success I asked what factors do my re-
spondents to find affecting the most. When affecting brand by promotions there are a cou-
ple of matters that seems to clearly matter the most: right place and time, reaching the 
right target group, high visibility and volume plus successful selection of promoters and 
proper familiarization on the brand and their products. The least equivalent points were in-
cidental actions on promotion spot and properties and the looks and the visual appear-
ance of the promotion. Though this part also divided opinions. Some said that reaching 
the right target group mattered the most and some said it to be the least important. 
Whereas, concerning sales the diversity of replies was less variant. There was more of a 
clear pattern of answers saying what points impacts on sales the most. The top two an-
swers were in choosing the right place and time and familiarization of the promoters to the 
brand and the product. Giving a sale for the product was not seen very important but more 
was counted on right promoters and their training for promotions.  
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3.4.3 Promoters 
My final question concerned promoters. I wanted to find out what characteristics do pro-
motion professionals value the most in promoters. There is often a prejudice that promot-
ers do nothing except look good and smile and wave towards the product. However, pro-
fessionals named the top five characteristics to be sales minded attitude, understanding of 
promotions as a business, to be properly acquainted to the brand and the product, to pos-
sess a bold and outgoing personality with smiling appearance. Not so central features 
were good looks, adapting capabilities and high tolerance of pressure and stress.  
 
Clearly understanding of business is considered valuable for promoters. Maybe it would 
be good for promoters to understand why they have been chosen for the job and what to 
the companies expect from them as an employee. Also, maybe, could business side be 
more explained and perhaps taught to promoters so that they understand the promotions 
actually do impact to organizations’ success in market and it is a merit to a promotor hav-
ing been a part of a marketing campaign that produced value on a brand. Do promoters 
understand that promotions are a business experience on one’s cv? Even tough promo-
tions are more of a “gig job” and employees and employers don’t often encounter perhaps 
at least on training occasions it could be rehearsed and explained detailedly what it is that 
is expected from promotors on particular promotion set.  
 
One of the respondents mentioned in a free-word field that it is crucial for promoter to 
know that for who and what for promotions are done and what are the main messages 
and targets on a promotion. I very much agree with this part and don’t think that purposes 
and expectations behind a promotion can’t be revised enough. Due my own experience in 
promotions I would say that this part need worked on. I only remember a couple of cases 
of out tens of cases I have worked for that there has been emphasized enough that what 
is really expected from us, and what is the actual goal that we are reaching for. Maybe the 
main goal is not to share as many samples and possible but to provide consumer with ex-
perience and best possible customer service to leave a positive picture of us and the 
brand. According to previous answers volume was not considered as a priority number 
one, so maybe high quality should service and branding should be sometimes empha-
sized promoters more rather than numbers.  
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4. Discussion 
This thesis research is reliable and thorough. However, the number of survey respondents 
remained less than expected. Higher number of respondents would have added creditabil-
ity to my findings but I find the representativeness of the respondents wide and variant 
which compensates the low answer rates. Respondents are with different backgrounds 
and all of them are verified professionals. Promotions agencies are often extremely busy 
and have a hectic work environment so I believe these kind of questionnaire e-mails easily 
get lost within e-mails. I am still assured that the number of my respondents is sufficient 
enough to provide adequate amount of valid date to be researched in order to perceive 
the basics of promotions business.  
 
Theoretical research was gathered from various sources but finding valid and reliable ref-
erences was hard. There is not too much data and research yet done out of promotions 
business. Also, promotions business is a fast-moving industry since modern technologies 
are utilized and recognized in promotions all the time. Majority of the material I used was 
from before 2010’s and the business environment has moved a lot since then. Today for 
example smart phones and social media play a lot bigger role than about seven years ago 
and enable new kind of visibility to brands. I had to use my own experience in promotions 
in consideration of modern technologies. Also, my kind respondents were surprisingly ea-
ger to answer the free-word field in the survey where they reminded me about the possi-
bilities on modern technologies tools. 
 
Even though material was quite hard to find I believe the references I used to gather the 
theoretical part are reliable. There is a lot of information on the internet about promotions 
that may not seem very valid. I found promotional agencies websites reliable since that is 
the platform that they use in order to attract customer organizations and briefly explain 
what they have to offer. In addition I used a couple of marketing communications books 
which are used as a teaching material that thoroughly taught me the basics of marketing 
communication and the concept of communications mix. 
 
Promotions are growing business and there is still a lot of room for research. Many of the 
respondents added on the free-word field that promotions are still quite tame and are 
heading towards even bigger and more imposing way. Competition is getting tighter and 
new imaginative ways must be and will be found. I am sure there is a lot to be seen on 
this field in the future. Since competition between brands standing out from each other I 
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would assume that experimental marketing will be playing bigger role in the future. If com-
pared to for example printed marketing or radio marketing, experience and real life situa-
tions are more likely to stay longer in the minds of the consumers.  
 
Not only do the rising technologies should be considered in promotions but ethical values 
and debate too. For many consumers ethical procedures and values are very important 
when choosing a brand. Ethics will probably be emphasized more in future promotions 
and in marketing communications overall. Brands’ values will be communicated thor-
oughly from the look of the product, to manufacturing process and to visibility on markets 
and promotions.  
 
In this thesis I focused on researching already promotions utilizing organizations and used 
promotions professionals point of view. There is still room for concrete research on how 
promotions effect on organizations that have not yet used promotions. Also, maybe cus-
tomer organizations could be interviewed and find out their view on promotions. Would be 
interesting to see the concrete results of promotions as a part of organization’s marketing 
communication strategy. Would be intriguing how rapid the results are and how much ac-
tual profit and value do brands attain by promotions. I haven’t found any public information 
of actual number or percentages of what promotions actually produce to brands. However, 
results of the survey indicate that value is easily recognized and more promotions sets are 
purchased after one production.  
 
My own thesis process took quite a long time due my work schedule. The process took 
longer than expected but at least I have been gathering information for a long time and 
also I have gathered real life material to this thesis by sometimes during this process 
working in promotions. Due this thesis I feel like I have a deeper understanding the pro-
motions process. Starting this thesis I felt like I already have a quite wide understanding of 
the promotions business and many of my assumptions appeared to be correct. Of course I 
discover a lot of good information especially about the process. I had some own opinions 
about which ways I find best for successful promotions but had no other source than my 
own assumptions. These responses from actual professional verified my insights and also 
widened my perspective. Customer side was not very familiar for me and I am happy to 
have found out what do the customer wish to achieve with promotions and how to promo-
tions processes usually kick-off and proceed. I definitely feel like my understanding of pro-
motions as a business has grown. I still find promotions very interesting and could con-
sider a career in promotions. At least I would for sure consider promotions as a part of 
marketing communication if I ever end up working on those matters. 
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Appendix 2. Cover Letter for Survey  
Hei promo-ammattilainen, 
 
Promotyön merkitys markkinointiviestinnässä kasvaa jatkuvasti. Toimin itse promootto-
rina, ja olen löytänyt promootioista itselleni kutsumuksen ja nyt liiketalouden opiskelijana 
haluan perehtyä aiheeseen tarkemmin opinnäytetyössäni. Opinnäytetyöni tavoitteena on 
löytää promotyön parhaimpia käytäntöjä sekä analysoida promotyötä osana markkinointi-
viestinnän portfoliota pyrkien löytämään sen erityisiä hyötyjä asiakkaalle ja brändille.  
 
Toivovasti ehdit vastaamaan linkistä löytyvään kyselyyn lauantaihin 24.9.2016 mennessä 
– aikaa vastaamiseen menee korkeintaan 5 minuuttia ja apusi olisi sanoinkuvailematto-
man arvostettua. Kyselyn vastataan täysin anonyymisti.  
 
Valmis opinnäytetyöni tullaan tallentamaan Theseus-tietokantaan, josta se on julkisesti la-
dattavissa. Toimitan myös linkin valmiiseen työhön kaikille tämän kyselyn vastaanottajille. 
Tavoitteenani on tuottaa kaikille uutta ja hyödyllistä tietoa promootioista, jonka uskon hyö-
dyttävän teitä työssänne.  
 
Annan mielelläni lisätietoja tutkimuksesta, kiitos etukäteen näkemyksestäsi!  
 
Ystävällisin terveisin,  
Helmi Peurala  
 
